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[bookmark: _Toc237561773]Section 1: International Market-Entry Report
[bookmark: _Toc237561774]Introduction
Starbucks Corporation is an international, global speciality coffee company operating in different international markets through company-operated stores and licensed stores and branded channels (Starbucks Corporation, 2025). This report aims to evaluate Nigeria as a proposed host market, and to look at how suitable Nigeria is for Starbucks, and what entry mode is most appropriate for Starbucks in terms of control, local responsiveness, resource commitment, risk, and value creation in the long run. Up to 1st June 2026, publicly available information is considered, and Starbucks' presence in Nigeria is validated using the company's official information. The study draws insights from the international strategy framework proposed by Bartlett and Ghoshal, as well as the OLI paradigm and entry-mode theory, thus concluding that Starbucks should consider entering Nigeria and that it should do so in a joint venture. The report suggests that although Starbucks make use of economic, regulatory, consumer adaptation, partner capability and control flexibility in order to be successful in expanding its operations, certain advantages may come from its ownership status.
[bookmark: _Toc237561775]Organisational Classification and Global Strategy
[bookmark: _Toc237561776]Starbucks as a Multinational Corporation
Starbucks is the leading speciality coffee roaster, marketer and retailer worldwide and is headquartered in Seattle, with beverages, food, coffee and tea products sold in its company-operated coffeehouses, licensed Starbucks shops, and grocery and foodservice locations (Starbucks Corporation, 2025). It has a presence in 89 markets and had 41,129 stores in March 2026, with 52% of them being company-operated stores and 48% licensed stores (Starbucks Corporation, 2026). This wide cross-border presence and mixed-ownership helps to identify Starbucks as a multinational company, with Nigeria identified as a strategic market for entry.
[bookmark: _Toc237561777]Strategic Categorisation Using Bartlett and Ghoshal’s Model
According to Bartlett and Ghoshal, international strategy is measured using pressures for global integration and pressures for local responsiveness. International strategy is limited integration and responsiveness; global strategy is central coordination and standardisation; multidomestic strategy is national adaptation; and transnational strategy is integration, responsiveness and cross-border learning (Bartlett and Ghoshal, 1989).  Coordinating multinational enterprises with local responsiveness is all the more important in an era of geopolitical fragmentation (Contractor et al., 2026). 
Starbucks' predominant preference is transnational with selective local responsiveness. Its existence is branded, commonised Starbucks Experience, centralized quality controls, and the dissemination of operating expertise, via training and procedures, are all elements of worldwide integration (Starbucks Corporation, 2025). A purely global classification, however, is too restricted as Starbucks adapts ownership forms/organizations and employs the knowledge of local partners. Also, community attributes are woven into its shops via local design, local merchandise and local partnerships (Alaali and Vines, 2020).
Starbucks is not completely multidomestic because of brand controls at the centre. Evidence does not support wide-ranging menu localisation, and its transnational approach involves global transfer of knowledge with local contextualization (Starbucks Corporation, 2025).
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[bookmark: _Toc237561757]Figure 1: Bartlett and Ghoshal Strategic Positioning of Starbucks
Source: Created by Author
[bookmark: _Toc237561778]Global Configuration, Competitive Advantage and Value Creation
By March 2026, Starbucks had stores in a total of 41,129 locations, including 18,385 in North America and 22,744 in other locations around the world, of which 52% were company-operated and 48% were licensed, but the United States and China accounted for 61% of that mix, creating a concentration risk (Starbucks Corporation, 2026). Procedures and training are required by licensees, who come with existing markets and knowledge, but provide Starbucks with access to the retail network and economies of scale, and partner-based market diversification and expansion. Centralised control of the purchasing, processing techniques for roasting, packaging and distribution ensures uniformity of quality, while relationships with Nestlé and PepsiCo extend the channel and operating experience with the various lines, providing grounds for product and technology innovation (Czinkota et al., 2021). Cards and its mobile ordering and rewards behaviour boost customer frequency across markets (Starbucks Corporation, 2025).  However, commodity volatility, logistics disruption and economic downfalls show the interconnected system.   Additionally, regionally-concentrated design teams help maximize the transfer of knowledge and creativity and can potentially diminish local cultural understanding, which puts further stress on global consistency and relevance in different international markets (Alaali and Vines, 2020; Contractor et al., 2026). 
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[bookmark: _Toc237561758]Figure 2: Starbucks’ International Geographic Configuration
Source: Created by Author
[bookmark: _Toc237561779]Macro-Environmental Appraisal and Market Attractiveness
[bookmark: _Toc237561780]Nigeria as the Proposed Host Market and Verification of Starbucks’ Absence
Nigeria is proposed due to World Bank data that shows that there are 237.5 million people and 4.0% GDP growth. Nevertheless, with GDP per capita at US$1,224.3, inflation at 23.0% and poverty at 41.8% of the population, it is not a measuring factor of premium-coffee attractiveness (World Bank, 2024). Starbucks has 89 markets via company-operated and licensed and limited franchised stores, and packaged products can be sold outside of company stores through the Global Coffee Alliance (Starbucks Corporation, 2025). Nevertheless, Nigeria is yet to be identified in the report for the past years, and no official locator, corporate-registry result, local franchise agreement, joint venture, production record, retail-import evidence or evidence of unauthorised use was provided. As such, the absence of Starbucks could not be able to be confirmed as at 1 June 2026.
[bookmark: _Toc236680075][bookmark: _Toc237561751]Table 1: Evidence of Starbucks’ Operational Status in Nigeria as of 1 June 2026
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[bookmark: _Toc237561781]Political and Institutional Environment
The formal investment regime in Nigeria is accommodating, allowing foreign investors to have a maximum of 100% equity shares outside the negative list, repatriate capital and profits and benefit from the One Stop Investment Centre (OSIC) of NIPC, which facilitates approvals, licences, and other benefits (NIPC, 2025). Geographically, however, foreign involvement requires incorporation, registration with NIPC, business permit and state-level registration, with each state having its own conditions and taxation for these requirements. This results in policy openness and administrative complexity.
The predictability of institutions is lower. The World Bank's governance framework points out the core dimensions of political stability, government effectiveness, regulatory quality, rule of law, and corruption control, and notes that there is a need to employ country-specific evidence to gauge collective indicators (World Bank, 2025). Attributed to Nigeria in particular are reports on the high cost of doing business, as well as weak and non-transparent judicial due process, corruption and the slow and bureaucratic nature of the port clearance (Abdulrahman, 2025). The U.S.-Nigeria engagement is ongoing as reflected in the bilateral commission, but enforcement of corruption is curtailed. While a series of restrictions on 43 import items have been eliminated, import restrictions in foreign exchange continue to disrupt equipment and input imports, raising uncertainty about supplies and providing an incentive for local sourcing, where quality supports it (ITA, 2025).
Security is unevenly distributed geographically. Violence is focused on the North-East, North-West and South-East, but robbery and theft take place in Lagos, while the capacity of the law-enforcement agencies is limited (ITA, 2025). The first stores should then be limited to well-analysed commercial districts, secured by special employee-security and logistics measures, and not spread throughout the nation.
Having local access and knowledge through a competent licensee would mean less capital risk exposure. However, Starbucks admits that it can have limited control over licensees, joint-venture partners and suppliers, which can present quality, compliance and reputational risks (Starbucks Corporation, 2025). Political considerations thus permit only a conditional and staged approach with low-level commitment in the form of a licensed presence, together with strict partner vetting, locations and proven supply continuity before investing in expansion.
[bookmark: _Toc237561782]Economic and Commercial Environment
Nigeria has expanded at a rate of 4.0% in 2025, mainly in the services segment and is expected to increase to 4.2% for the period 2026-2028 (Abdulrahman, 2025). However, inflation continues to pose constraints to commerce: headline inflation has dropped to 15.1% in February 2026 from 26.3% in February 2025, and food inflation has dropped from 27.0% to 12.1%. Household income has failed to increase enough to match the successive price increases; the poverty rate is high, and the monetary policy rate is at 26.5%, which maintains high borrowing costs (World Bank, 2025). 
Foreign-exchange reforms widened the official-market turnover, and receiving foreign exchange through the parallel-market premium has been reduced these days, but the dependency of foreign exchange on volatile investment inflows remains. The law in Nigeria will allow Starbucks to repatriate dividends, profits and capital in convertible currency but will still give rise to import-cost, profit-translation and repatriation risks to Starbucks. The key financial risks cited by Starbucks are coffee, dairy, volatility in foreign currencies and diesel (Starbucks Corporation, 2025). 
Nigeria has a big and young population, the inability to access transport and cold chain, the naira-dollar rate and operating cost restrictions on food imports. It is therefore a segmented market and not very attractive nationally in the foodservice market. QSRs are worth about US$602.5 million and have increased at about 10% per year – but only the right operators make it (Virk et al., 2023). There are the highest levels of demand from middle-class and high-income earners who demand comfort, quality and healthier options, especially in Lagos and Abuja upscale areas where officials reside, take their vacations and conduct their businesses. Convenient food and young urban consumers with mobile payments and Glovo and Chowdeck give support to delivery-driven demand, and urbanisation and the employment of women do the same (USDA, 2025). 
Disciplined formats are efficient given where skiers are. Average office space rent in Lagos is US$55 per sqm per month, partly due to infrastructure self-provisioning and currency risk, and neighbourhood retail formats are better off than import-dependent large stores, due to proximity and cost control. Pastures include utility-supported commercial sites in Abuja, which are secure and retail demand is restricted to high-income areas in Port Harcourt (Knight Frank, 2025). 
Therefore, Nigeria's total population shouldn't be Nigeria's equivalent of Starbucks addressable market. Early viability hinges on an influx of well-heeled regular shoppers and mopey, but “aspiring,” onlookers from certain urban areas. While a flagship store helps to raise brand awareness, smaller outlets or kiosks near offices, hotels and mixed-use centres have to control potential rent, financing and break-even exposures. This local sourcing might lower the cost in currencies and logistics, but may be prevented by the needs of Starbucks ' need to have commodity quality.
[bookmark: _Toc237561783]Legal and Regulatory Environment
Nigeria's formal structure allows foreign investors up to 100% equity share and after-tax profit, dividend and capital repatriation outside the negative list. However, Starbucks would be required to incorporate in CAC, obtain a business permit and an expatriate quota (NIPC, 2025). There are differences in timing and cost, location by location, in levels of premises registration and taxation.
Additionally, full ownership will lead to brand and quality control, while licensing or a joint venture may imply that brand and quality control remain undisclosed and compliance administration moves to a local entity, but introduces a high degree of governance and contract enforcement risk. Osuma et al. (2024) observe that the inadequacy of regulatory quality, the rule of law and corruption control hikes the operating costs for transactions and prevents contract enforcement, which then unravels implementation gaps.
Royalties paid to non-residents are subject to 10% withholding tax, which impacts the menu margins and licensing economics, while large companies are subject to 30% corporate income tax and 7.5% VAT (PwC, 2026). This increases operating expenses and adversely affects the balance of the operating costs under direct ownership. Imported Equipment and Regulated Products must also be certified or be issued import permits before entering customs – item-specific duty rates are not a part of the evidence.
NAFDAC prohibits importation or sale of unregistered food. Imported products require Nigerian incorporation evidence, a local agent or power of attorney, trademark registration, labels, certificates of analysis, GMP review, import permits and laboratory approval (NAFDAC, 2026). These requirements protect quality but extend launch time and make licensee compliance a direct brand risk.
The National Agency for Food and Drug Administration and Control (NAFDAC) does not permit importation or sale of unregistered food. Nigerian incorporation evidence, a local agent/power of attorney, trademark registration, labels, certificate of analysis, GMP review and import permits are required for imported products (NAFDAC, 2026). Such demands involve safeguarding quality, but also add to launch time and add direct risk for a licensee's brand.
The Nigeria Data Protection Act extends to foreign controllers who process Nigerians' data. In the case of Starbucks Rewards and mobile ordering, provision of a lawful basis, obligations regarding privacy notices and transparency, security measures, impact assessments for high-risk processing and data protection for transfers to countries outside the EU (Virk et al., 2023).
Consumer protection and fair competition are covered by the 2018 Act; trademarks and compliance with environmental impact and packaging are subject to their own federal regulations (NIPC, 2025). The commercial-lease costs and minimum wage costs must be verified separately before obtaining final site approval. Overall, Nigeria offers opportunities for a written regime, although multi-agency written approvals and state variation, and uncertainty of enforcement, make for multi-phased entry and local legal representation, strict partner contracts and documented partner compliance control.
[bookmark: _Toc236680076][bookmark: _Toc237561752]Table 2: Nigeria Regulatory Requirements and Strategic Implications for Starbucks
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[bookmark: _Toc237561784]Cultural and Consumer Environment
The model of Hofstede, Hofstede and Minkov says that there is universal human nature, learned group culture and individual personality. Culture thus serves as a signifier of cultural tendencies, and regional, ethnic, religious, generational and class differences continue to exist within a nation. This warns that Nigeria is a place that should not be uniform.
[image: Three levels of human mental programming (adopted from Hofstede [9]). |  Download Scientific Diagram]
[bookmark: _Toc237561759]Figure 3: Hofstede’s Onion Model of Culture: Levels of Human Programming
Source: (Oniku and Akintimehin, 2022).

There is no even distribution of the demand for coffeehouses. The culture of coffee in the southern part of Nigeria is still in its infancy, as tea/cocoa products are the major beverages consumed and coffee is still a small proportion (Oniku and Akintimehin, 2022). Cafés are well-established in Northern cities where coffee may be used for socialising and relaxing, though it is done in an informal way (Mai Sai). Growth was mainly from upwardly mobile youth, internationally exposed consumers and highbrow districts in Lagos and Port Harcourt, but carbonated drinks were generally preferred social choices, and coffee was not consistently seen as elitist or professional.
There are also differences of opinion on the religious front. The survey conducted in Abuja revealed that, aside from the scarcity of halal food and halal consumables, there is an excess demand for these consumables on the part of both Muslim and non-Muslim consumers, especially during the period of Ramadan and festivities (Ibrahim, Suleiman and Mohammed-Gani, 2024). Therefore, transparency of ingredients, sourcing and preparing halal food would be particularly relevant in Abuja.
The foodservice market is price-sensitive in Nigeria. This is exactly how international quick-service chains and local ones tweak their menu to add jollof rice, a favourite with Nigerians, local soups and order food from their chains using multiple price points, while enhancing the look of their restaurants and investing in digital ordering and food delivery. In the urban landscape, young citizens are increasingly making mobile payments, using Glovo and Chowdeck and using English for communicating with global brands (USDA, 2025).
USDA finds international brand domination in top higher-end hotels, as well as the takeaway and bakery sectors and operating costs affect the outlook on demand. Lagos and Abuja are the main hubs for business and tourist wayfarers, with limited activity away from these cities due to the high level of insecurity. As such, Lagos professionals and the officials or travellers to Abuja may have varied expectations in terms of demand, service and atmosphere.
The Starbucks brand should thus experiment with sweeter and cold drinks as well as tea and non-coffee drinks, with local flavours, smaller stuff, multiple price points, local food products, mobile and group-oriented stores and hosting. Studies do not determine exactly what sweetness to use nor do they recommend hot versus cold preference, nor do they determine how long one should spend in a café; aspects of this are yet to be pilot-tested. The core service and ethical-sourcing claims as well as the brand identity, coffee quality, hygiene, and employee training should remain standardised.
[bookmark: _Toc236680077][bookmark: _Toc237561753]Table 3: Starbucks Standardisation–Adaptation Matrix for Nigeria
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[bookmark: _Toc237561785]Coffeehouse Industry and Competitive Market Attractiveness
Nigeria has a small growing specialist-coffee market. Café Neo, Happy Coffee, Vestar Coffee and Mai Shayi cater for the growing, upwardly mobile markets like Lagos, Port Harcourt and other markets with high income, albeit coffee culture penetration is limited (Oniku and Akintimehin, 2022). Tea, cocoa and carbonated beverages, alcohol, bakery shops and motels, and informal businesses serve as good alternatives. All this variety, coupled with price sensitivity, equals low consumer switching costs. 
It's not just cafés that experience competitive rivalry. The discretionary food and beverage market is competitive, with international and local brands such as KFC, Domino's, Burger King, Cold Stone Creamery, Chicken Republic and Kilimanjaro vying for a share of the market. QSRs rely on wider price points, attractive designs, franchising and online ordering and delivery, and Glovo and Chowdeck are enhancing access for customers (USDA, 2025).
Starbucks would therefore compete for an existing premium urban segment while also developing new coffeehouse demand. Global brand recognition may encourage trial among affluent consumers, but it cannot replace local pricing, sourcing and operating knowledge. Local cafés could compete through familiar products, proximity and lower prices. Lagos offers premium sites at approximately US$25 per square metre monthly, yet purchasing-power and operating-cost pressures favour smaller, convenience-led formats over a costly flagship (Knight Frank, 2025).
Starbucks would thus be offering to compete for several people already in the premium segment of urban coffee drinkers and create a brand-new market by establishing new demand for coffeehouses. Global brand recognition might bring trial with high-yielding consumers, but cannot substitute local know-how of pricing, sourcing and operating. There is an opportunity for local cafés to outcompete with familiar products, proximity and lower prices. Lagos offers premium sites at approximately US$25 per square metre monthly, yet purchasing-power and operating-cost pressures favour smaller, convenience-led formats over a costly flagship (Knight Frank, 2025).
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[bookmark: _Toc237561760]Figure 4: Nigeria Coffeehouse Competitive Positioning Map
Source: Created by Author
[bookmark: _Toc237561786]Synthesis Through Dunning’s Eclectic Paradigm
Ownership Advantages
Starbucks' portfolio of assets is what Dunning calls its firm-specific advantages, which enable it to engage with overseas firms. Dunning (1988) believes that overseas disadvantages must be overcome by the ownership-specific advantages of MNEs in order to participate in international business. From international brand recognition to speciality coffee expertise, product innovation capabilities, supply-chain knowledge, digital platforms and operating systems and much more, Starbucks has transferable advantages. The company has 89 markets, comprising company-owned and franchised stores as well as an innovation matrix of ongoing building of beverage, equipment, process and technology innovation capabilities (Starbucks Corporation, 2025). But these benefits might also have to be adapted to Nigeria, where premium positioning and digital systems and global sourcing models may be challenged due to price, currency and import-cost pressures. Dynamic capabilities are thus critical, since companies need to recombine existing competences to deal with their changing environments (Teece, 2018). 
Location Advantages of Nigeria
Dunning's eclectic paradigm suggests that location advantages influence the decision of whether a multinational enterprise should use its own firm specific resources in conjunction with the resources and environment provided in a foreign market (Dunning, 1988). Nigeria is unique as a potential location advantage can be drawn from its large urban population, growing service industry, youthful demographics and key commercial centres where premium consumption activities could be conducted. The Nigerian Investment Promotion Commission (NIPC) reports that the wide consumer market, expanding middle class and open avenues for investment make for business expansion (NIPC, 2025). The benefits, though, are concentrated and not national. But although the growth is moderate, fuelled by services and other sectors, the World Bank identifies ongoing economic pressures that impact welfare improvements (Bank, 2025). Limited distributive access for premium coffee, due to inflation, currency fluctuation, and infrastructure, might prevent consumers from drinking premium coffee frequently.
Internalisation Advantages
The internalisation advantage Starbucks is seeking would be assurance of control of strategic assets which are difficult to transfer through external deals. The theory of internalisation says that activities are internalised when the riskiness or uncertainty of an outside transaction or the need to protect valuable assets makes it less efficient. Dunning (1988) proposes that when the difficulties of an external transaction are great because of uncertainty and risks, or because of the need to protect valuable assets, externalisation becomes less attractive and firms are more likely to internalise. From a Starbucks viewpoint, internal control can help shield against variation in the brand, products, customer experience, proprietary operating procedures, digital systems, and employee training. Local partners have worldwide expertise in their markets, and the Starbucks operating model keeps quality and standards high with procedures and training (Starbucks Corporation, 2025). 
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[bookmark: _Toc237561761]Figure 5: Starbucks–Nigeria Entry Decision Logic Based on Dunning’s Eclectic Paradigm (OLI Framework)
Source: Created by Author
[bookmark: _Toc237561787]Entry-Mode Strategy and Strategic Synthesis
[bookmark: _Toc237561788]Starbucks’ Historical International Entry Modes
In the past, Starbucks has been using a hybrid international entry mode strategy, including venturing itself and licensing and joint ventures according to market conditions. Based on the theory of entry mode, it is assumed that a firm will choose the ownership or partnership mode based upon: How much control they want from the joint venture partner, the number of resources they want to commit, the amount of risk they are willing to take, and the level of uncertainty in the local market (Pan and Tse, 2000). Starbucks' carefulness is illustrated in their Japanese expansion, having started with a joint venture with Sazaby League to get to know the market and minimize uncertainties (GlobalDeal, 2024). Similarly, Starbucks was initially able to use regional partnerships with native companies, like Beijing Mei Da Pot Coffee Company, Uni-President and Maxim's Caterers, before raising ownership control through buy-out deals (Kathryn, 2025). This trend suggests that Starbucks wants more control when brand protection is an issue, or strategic importance is a factor, and that those localized partnerships are appreciated when cultural or institutional knowledge is called for.
[bookmark: _Toc236680078][bookmark: _Toc237561754]Table 4: Selected Starbucks International Entry-Mode Cases
[image: ]
[bookmark: _Toc237561789]Suitability of Starbucks’ Historical Entry Approach for Nigeria
Institutional and economic conditions vary in Nigeria, and so direct replication of Starbucks' history of a mix of licensed shops and company-owned may not be strategically sound. Entry-mode selection involves balancing control, resource commitment and risk exposure; and firms tend to opt for a partnership-based or ownership-based entry mode in the light of the degree of market uncertainty and strategic priorities (Pan and Tse, 2000). As Starbucks has well learned in Japan and China, joint ventures can impart local knowledge, minimize uncertainty, and lead to greater ownership when market knowledge and commercial confidence are achieved (Ritzer, 2010).
[bookmark: _Toc237561790]Comparative Evaluation of Entry-Mode Alternatives
Comparing the four options Starbucks has for expanding to Nigeria, the weighted decision matrix compares exporting, licensing, joint venture and wholly owned greenfield investment. The criteria are based on the balance between control, risk and long-term value. Both control and brand protection equal 15% because maintaining consistent service, trademarks and operating standards are critical for Starbucks. Market uncertainty in Nigeria is a boost to partner expertise, while local knowledge and financial exposure also get a bang for their buck (15%). Flexibility comes with a 10% weightage and long-term strategic fit has a 30% weightage.
Exporting is the least demanding yet least controllable and least growable option. Licensing facilitates market access and leads to greater reliance on operators in the local market. A wholly owned subsidiary involves a 100% investment – it will give full, almost complete, control, but will involve heavy investment and greater exposure. The best overall weighted score of 4.40 goes to the joint venture as it is both operationally controlled by the company and has knowledge of the local market. This is consistent with the entry mode theory that relates entry mode to risk, control, resources and returns (Pan and Tse, 2000). As such, the most ideal strategic balance and sustainable growth for Starbucks in Nigeria is a joint venture. For this reason, the company should consider a JV via an established local partner either in Lagos or Abuja before building up future momentum.

[bookmark: _Toc236680079][bookmark: _Toc237561755]Table 5: Weighted Entry-Mode Decision Matrix
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The scoring scale is 1 = weak suitability and 5 = strong suitability.
[bookmark: _Toc237561791]Recommended Entry Strategy and Implementation Conditions
An immediate wholly owned expansion into Nigeria by Starbucks is not recommended, especially when some of the strategic frameworks are still under development, such as pricing. The wise thing to do in Nigeria is for Starbucks to play a phased joint venture or master franchise with its local partner instead of entering the country as a wholly owned firm. This mode gives a compromise between the need for brand protection offered by Starbucks and the local partners’ understanding of the local regulations, real estate, suppliers and consumer behavior (Tetteh, 2023). First entry should be conditional, with premium urban stores like at Lagos and Abuja, where there was an initial test of demand against selected, premium stores or smaller format coffeehouses. The local partner needs to be regulated, show financial ability, and have quality retailing expertise and experience. Localisation efforts need to heavily favour beverage preferences, pricing models, menu variations, digital delivery channels and yet remain faithful to the core brand, coffee quality, and customer experience (Ali and Santos, 2025). Expansion outside the initial locations will be based on the store's profitability, customer retention, foreign-exchange stability, supply-chain reliability, partner performance, regulatory compliance and evidence of sustainable demand.
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[bookmark: _Toc237561762]Figure 6: Phased Starbucks Nigeria Market-Entry Roadmap
Source: Created by Author
The selection of a joint venture as Starbucks’ preferred entry mode requires evaluation against alternative ownership structures. The following table provides a comparative assessment of joint venture, licensing/master franchise and wholly owned subsidiary approaches based on key international market-entry considerations, including risk exposure, resource commitment, operational control, flexibility and long-term strategic alignment.
[bookmark: _Toc237561756]Table 6: Justification of Joint Venture as Starbucks’ Recommended Entry Mode for Nigeria
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[bookmark: _Toc237561792]Final Recommendations
 Overall, OLI analysis indicates that Nigerian location considerations and internalisation considerations are against the company, whereas ownership advantages are found to be strong for Starbucks. Finally, depending on the results of the entry mode evaluation, Starbucks should go for a step-by-step joint venture or licensed model with emphasis in Lagos and Abuja. Growth should be a driver once the business breaks even, is appropriate for regulation, is stable for the supply chain and is stable for the demand of customers. The next step in geographic expansion and growth is to be taken after the initial operations have reached the break-even stage, regulatory and importation conditions are successfully managed, the supply chain is reliable, and customers' demand has become stable, thus reducing the risks of the financial and operational aspects as the brand consolidates in the Nigerian market.
[bookmark: _Toc237561793]Conclusion 
It is determined at the end of the analysis that the international strategy of Starbucks is predominantly transnational, which is integrating the brand on a global scale and then selectively adapting it on a local one. Its urban consumer opportunities, youthful population, and commercial centres make Nigeria a potential but conditional market, but its political uncertainties, economic pressures, regulatory challenges, and cultural adaptation are challenging factors.




[bookmark: _Toc237561794]Section 2: Reflective Account Using Gibbs’ Reflective Cycle
[bookmark: _Toc237561795]Reflective Account
[bookmark: _Toc237561796]Description
This assessment involved the formation of an international market-entry strategy based on what options would be available to Starbucks Corporation when they launch their business in Nigeria, how feasible the market entry of Starbucks in Nigeria is, and which is the most suitable strategy. In order to conduct the research, Starbucks was chosen as the multinational enterprise (MNE) as Starbucks is a global speciality coffee company that has formats such as company-owned, licensed and partnership outlets. To conduct the research, Starbucks was selected as the multinational enterprise (MNE) because Starbucks is a global speciality coffee franchise, i.e., company-owned, licensed and partnership outlets (Starbucks Corporation, 2025). The investigation had to cover considerations of the presence of the Starbucks operational base in Nigeria as well as the available evidence and make some strategic recommendations. The research process centred on the theory of international strategy by Bartlett and Ghoshal, PESTLE, OLI theory and entry-mode theory. The sources were gathered from corporate reports, government publications, international organisations and literature from academic publications and segmented on the basis of analytical themes. In this reflective piece, the cycle of Gibbs (1988) is used to analyse the research process, research decision-making process and future professional development.
[bookmark: _Toc237561797]Feelings and Initial Responses
I felt confident at the start of the assessment as Starbucks had an internationally recognised multinational case with many international operations. But this was at the back of the difficulty in verifying the absence of Starbucks in Nigeria, which, however, lowered this confidence. Given the lack of direct evidence, special attention was needed to delineate between information confirmed and assumptions. I also naively believed that having a lot of people meant that there was lots of market because the extent of the problem was great. This assumption was challenged during the research process due to purchasing power, inflation, unknown regulations, and consumer behaviour. The use of several strategic theories was difficult due to the assessment of the different factors of the decision in each of the theories. This allowed for a more comprehensive view of the international expansion than on the basis of the one comfortable market indicator.
[bookmark: _Toc237561798]Evaluation of the Research and Analytical Process
There were a number of effective features of the research process. There was source triangulation to enhance reliability, thus corroborating Starbucks' information with details from independent and institutional sources in Nigeria, like the World Bank, etc. This ensured that the analysis was not solely based on the views of the companies. This structured way of taking notes also allowed for easier linking of evidence and theory. For instance, the OLI framework helped to match the potential of Starbucks resources with other location-based conditions prevailing in Nigeria, and entry mode theory helped to compare licensing, joint venture and wholly owned investment in Nigeria.
But there were some drawbacks to the process. Coffee-market data were limited for the countries, which posed problems in estimating realistic demand. Different economic indicators were also conflicting and had to be interpreted carefully, instead of only choosing positive evidence. At first, a bit more of the writing was used to explain information rather than strategically evaluating. Also, confirmation of legal and regulatory requirements took considerable time, as one's decisions on which markets to enter depended on several factors, such as multiple agencies and local conditions. Since these were challenges, it highlighted the importance of systematic evidence evaluation in business research on the international market.
[bookmark: _Toc237561799]Critical Analysis of Learning
The most significant learning from this assessment was the shift that needs to happen from collecting information towards making evidence-based strategic judgements for effective international analysis. I started by researching African facts relating to Starbucks and Nigeria; I was then made to change my approach to research and use the lowering of my standards as a method of establishing attractiveness within the foreign market. Being a market that, by itself, has inflationary pressure, lower GDP per capita, a large population and unequal purchasing power moved my diagnosis from seeing Nigeria as an automatically attractive market to seeing it as a more select opportunity within cities.
The question of source credibility was now a major factor. Starbucks' corporate statements helped in illuminating how the company was operating, with, of course, their take. Thus, a comparison to independent evidence was made to determine limitations and capabilities of company claims. For instance, Starbucks' ability to expand internationally was evaluated, as were the dilemmas of institutional, economic and regulatory challenges within Nigeria.
Because Gibbs' (1988) reflective cycle focuses on evaluation of actions, decisions and improvements rather than just descriptions of outcomes, it allowed for a deeper evaluation. Reflective learning literature refers to a process of disclosing experiences, evaluating how well they went and changing them for ‘better future practice'. This approach helped me form the choice to analyze the evidence that led to certain conclusions as opposed to presenting the conclusions.
My strategic reasoning also came to fruition in theoretical application. What has influenced my thinking around Starbucks is the framework of Bartlett and Ghoshal (1989), which transformed my perception of Starbucks being a 'global brand' to a transnational organisation that operates a combination of standardisation and adaptation. The OLI paradigm further links the ownership, location and internalization advantages/disadvantages of Starbucks with Nigeria. Entry-mode theory took these results and translated them into a useful suggestion: control needs to be balanced with uncertainty and resource commitment (Pan and Tse, 2000).
[bookmark: _Toc237561800]Reflective Conclusion
My understanding for this assessment grew in that it is imperative to critically consider decisions upon entering the international marketplace - not simply identify opportunities. Understood the importance of source credibility, evidence comparison, as well as applying strategic frameworks like Bartlett and Ghoshal, OLI theory and entry mode analysis. While some constraints were there – limited access to Nigerian market data and the changing economic climate, the process had honed my skill in making evidence-based judgements. It would be helpful in the future to develop evidence matrices earlier when we would have more time to do country-specific research.
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Figure 2. Starbucks’ International Geographic Configuration
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Figure 4: Nigeria Coffeehouse Competitive Positioning Map

High
Starbucks
(proposed)
® Café Neo
@ Cold Stone Creamery
3
2
=
& ® The Place ® Happy Coffee 3 ° H
@ Vestar Coffec KFC Domino’s Pizza  Burger King
® Chicken Republic
@ Kilimanjaro
® Mai Shayi
Low
International

Local

Brand Positioning

@ Local brands

@ International brands

* Proposed entrant

Indicative qualitative positioning based on assessment evidence.

Source: Created by Author




image9.GIF
Ownership advantages for
Starbucks in Nigeria?

Internalise operations or use
alocal partner?

Prfer
intmsisstion

e
oxomipatre

No foreign entry /
remain domestic

Lcensed  prnership-basd ety

(econmende)





image10.png
Country | Initial mode | Partner or Strategic | Outcome or lesson
ownership reason
Japan | Joint venture | Sazaby League | Gain local Partnership
partnership knowledge and | supported
reduce entry | successful entry
uncertainty and became a
model for future
expansions
China | Regional joint | Bejing Mei Da | Access regional | Starbucks later
ventures and | Coffee expertiseand | increased
partnerships | Company, Uni- | understand local | ownership through
President, consumer partner buyout,
Maxim's differences showing movement
Caterers. towards greater

control





image11.png
Table 6: Weighted Entry-Mode Decision Matrix

Starbucks Nigeria market entry alternatives
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Figure 5: Phased Starbucks Nigeria Market-Entry Roadmap
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